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OEM/ODM 合作关系。目前旗下有：以 OEM 模式合作的北美六大客户群，即得尔达
（Delta）、科勒（Kohler）、摩恩（Moen）、美国标准洁具卫浴（American Standard）、
Pfister、Waterpik；以 ODM 模式合作的其他客户群。 
作为具有多年代工经验的生产型企业，建霖公司目前的业务结构主要是以美
国市场为主，欧洲和新兴市场为辅。与客户合作的主要商业模式是 70%左右的 OEM

























Under current strict international situation (the U.S. and Europe Debt Crisis), 
those OEM sanitary enterprises who are U.S. & European market-oriented are facing 
with enormous challenges. At the same time, the industry has changed a lot and the 
market competitions are getting more severe, so all enterprises in the industry have 
recognized customers as very important resource. Competition among enterprises has 
been the competition of customer resources. How can people see clearly the situation 
of macro environment both domestically & abroad, and make a good customer 
relationship management to improve customers’ satisfaction? This question has been 
an urgent issue for all OEM sanitary enterprises in China now. 
Runner Corporation is an OEM manufacturer in sanitary industry, who has the 
integrated capability of product development, design and manufacturing. It was 
established in 1989 in Xiamen. After many years of experience & quality management, 
Runner has already built up a good reputation in sanitary industry, and has established 
a good OEM / ODM cooperation relationship with U.S. market’s high-end brands, 
such as Delta, Kohler, Moen, American Standard, Pfister, Waterpik under OEM 
cooperation model; also plus some small-size customers under ODM cooperation 
model.  
Thanks to many years of OEM experience, Runner has been strongly based on 
the U.S. market plus small part of European & emerging markets, with 70% OEM 
business model and 30% ODM business model. However, Runner has now overdone 
in American market (“put all eggs in only one basket”), then there is a big business 
risk for Runner now.  
So how to make a good customer relationship management has been extremely 
important to Runner in order to expand its current market share & get away from 
current business risk.  
So based on the Five Force Model & SWOT Tool, this thesis analyzes the 
sanitary industry's competitive environment, and Runner's strengths, weaknesses, 
opportunities, threats. Then according to the four stages of the customer relationship 














customer satisfaction management theory, this thesis analyzes Runner’s customer 
relationship management situation. And based on the situation analysis, it further 
brings up with the strategic suggestions for Runner. 
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第一章  绪论 
1 
第一章  绪论 
本章将着重介绍本文研究的背景、意义、内容和思路。 





















                                                             



















































第二章  理论基础 - 客户关系管理理论 
3 
第二章  理论基础 - 客户关系管理理论 
本章将主要是介绍客户关系管理理论的产生与发展、客户关系管理的定义，
为后面的分析提供理论基础参考。 





















                                                             




































不是一帆风顺的。2000 年至 2003 年，中国掀起了第一股客户关系管理热潮。众
多企业跟风而上，投入大量人力、物力财力，一两年后却发现没有达到预期的效




                                                             
① 资料来源：卢爽编著.《关系营销》[M].中国纺织出版社.2003 年 4 月. 
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1、 美国 Gartner Group 认为，客户关系管理就是为企业提供全方位的管理视角，
赋予企业更为完善的客户交流能力， 大化客户的收益率。 
2、 卡尔松营销集团（Carlson Marketing Group）把客户关系管理定义为：通
过培养公司每一个员工、经销商或客户对该公司更积极的偏爱或偏好，并以
此提高公司业绩的一种营销策略。 










                                                             


































主导中国卫浴高端市场的是美国的一线卫浴品牌 - 科勒 Kohler；2003 年以后，
随着东陶和美标品牌在中国的日益崛起，科勒 Kohler、东陶 TOTO、美标 American 
Standard 构成了中国卫浴高端市场的三大主力。到现在，国内卫浴市场已成为
更多国际卫浴品牌的聚集地，具体有美国科勒Kohler、美标American Standard、
摩恩 Moen、德尔达 Delta，德国汉斯格雅 Hansgrohe、杜拉维特 Duvarit、高仪
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